The study investigates the nature of marketing information systems within tourism small-and medium-sized enterprises and focuses on the usefulness of the Internet for external information gathering. The findings indicate that tourism SMEs make use of informal marketing information systems which concentrate on immediate operating data at the expense of external data, and that the Internet has not yet been recognized as an important source for marketing intelligence despite having the benefits of providing much of the necessary data for good decision-making more quickly and at a lower cost compared with many other sources. The study identifies obstacles and challenges that reduce the uptake of the Internet, and suggests practical solutions.
Introduction
The importance of marketing information is particularly evident as the economy continues to emphasise services as a primary source of value. Services are heavily information dependent. Information is rapidly becoming a service in its own right. Indeed, the revolution in information technology (IT) has propelled "information" to the position of the most critical factor in wealth creation (Braun and Holick, 2006; Arlt, 2006) . However, it is the advent of the Internet, and especially the browser-based World Wide Web, which has ignited a revolution in Marketing Information Systems (MkISs) (Harmon, 2003) . Furthermore, in today's knowledge-based society, development of good information can provide a company with a jump on its competitors, provided that it is able to develop, deploy, and manage powerful new marketing information systems that are capable of converting knowledge rapidly into customer value (Choi, et al. 2007 ). This can only be achieved when the marketing function is developed and scaled up on "Internet time" with best-of-class decision support solutions for sales force automation, marketing, intelligence, marketing research, logistics, communications, and product development.
An important part of this evaluation entails the existence of a marketing information system that enables managers to carry out their analysis, planning, implementation and control responsibilities in highly competitive markets, and to be able to achieve competitive advantage. The key to competitive advantage depends on the firm's ability to utilize this comprehensive, flexible, and highly integrated system in such a way as to convert knowledge into stakeholders' relationships, reduced time to market and lower costs.
Therefore, marketing information system design is important since the quality of a MkIS has been shown to affect the effectiveness of decision-making (Kimery and Amirkhalkha, 2007) . It has also been shown that the use of IT within MkISs has become a key factor in an organization's achievement of competitive advantage (Choi and Morrison, 2006; Han and Mills, 2006; Anandkumar, 2008) .
Simply put a MkIS, in electronic form or otherwise, is a system that is designed to provide an organized flow of information to enable and support the marketing activities of an organization. Moreover, as Kotler and Keller's (2007) definition says, a MkIS is more than a system of data collection or a set of information technologies. It is rather a continuing and interacting structure of people, equipment and procedures to gather, sort, analyse, evaluate, and distribute pertinent, timely and accurate information for use by marketing decision makers to improve their marketing planning, implementation and control. A MkIS has four components: the internal recording system, the marketing research system, the marketing intelligence system and marketing models. Internal reports include orders received, inventory records and sales invoices. Marketing research takes the form
Review of Literature
Research show that the impact of information and communication technology (ICT) on MkIS's effectiveness has been drastic. In essence, the effective use of ICT has leveraged the quality of decision making process resulting in the enhancement of market monitoring, strategy development and implementation, and functional integration (Harmon, 2003; Ho and Lee, 2006) . Others (e.g. Al-Taee, 2006; Gourvennec, 2005) argue that the effective use of ICT can improve not only the performance and functionality of a MkIS but can also improve firm level productivity and innovation by allowing for more cost effective and fluid communication with all stakeholders, improving logistics, overcoming distance, helping firms understand their competitive positioning and enhancing transparency. However, successful ICT deployment requires innovative management to constantly review developments and adopt suitable technological solutions in order to maximize organizational competitiveness (Buhalis and O'Connor, 2005) . A good start would be the design of an ICT-enabled MkIS (AL-ALAK, 2008).
Numerous research also show that the tourism and hospitality industry has been transformed by ICT. The Internet has dramatically changed the way in which consumers plan and buy their holidays and other tourism products. It has also affected how tourism and hospitality providers promote and sell their products and services (UNCTAD, 2002) . Furthermore, using Internet-based MkISs enables tourism and hospitality businesses themselves to formulate effective strategies that address and meet the real needs and wants of a large number of consumers at a relatively low cost, and to interact with them as well as with other tourism producers and distributors (UNCTAD, 2005) . Indeed, the tourism and hospitality industry is one of the industries to adapt quickly to ICT and the e-marketing practice. The transition has been swift and comprehensive to such an extent that the structure of the industry is changing (Gratzer and Winiwarter, 2003) , and the competitiveness of the marketplace is altered (Bulhalis, 2003) . Werthner and Klein (1999) demonstrate how the World Wide Web has profoundly changed the production, distribution and consumption of touristic products, and conclude that ICT is probably the strongest driving force for changes within the tourism and hospitality industry, and the major contributor to the achievement of competitive advantage. Dodds, et al. (2010) show that the adoption of ICT has leveraged the effectiveness and efficiency of the tourism industry, thus enabling it to achieve sustainable competitive advantage.
Internet-based and ICT supportive MkISs have transformed the tourism industry into a truly digital economy (Buhalis and Spada, 2000) , and that e-tourism has evolved from a technology trend to a mainstream tourism business reality, creating opportunities as well as challenges for both practitioners and researchers in the area (Papathanassis and Buhalis, 2007) .
In many emerging economies, the tourism industry is dominated by private sector, comprising largely of small and medium enterprises (SMEs). These entities find opportunity to expand their businesses through online channels with very low entry barriers and reach large markets that would never be accessible to them offline (Hormozi, et al. 1998) . Although SMEs do not have an established place in the Internet economy yet, some of them are making rapid strides to become an integral part of e-business and marketing environment in the tourism industry (Anandkumar, 2008) . Yi-Ling, et al. (2010) argue that for tourism SMEs, ICT has been a blessing since it has created a business environment where creativity flourishes and cost reductions become possible, not to mention the role of ICT in changing the organizational structure of these SMEs from the traditional type to a flat one, making them better equipped to serve their customers efficiently and effectively. However, the situation regarding SMEs involved in the tourism and hospitality sector in the majority of Arab countries, and some other developing countries is quite different. These SMEs still lack mechanisms to establish formal Internet-based or ICT-backed MkISs that would enable them to communicate effectively with their clientele and stakeholders (Samadi, 2005; Al-Taee, 2006 ).
In Egypt, Syria and Lebanon, which are major tourism destinations in the Arab region, the Internet is used mainly as a marketing tool, mostly for promotional activities by the SMEs (El Said and Hone, 2005) , whereas in Jordan and Tunis, the Internet is merely used for ad hoc information gathering (Al-ALAK, 2008) . This is done despite the fact that the Internet is capable of providing these SMEs with direct customer, stakeholder contact, a new world wide distribution channel, and success and dominance in their tourism and hospitality sectors. Tourism SMEs in Turkey, a major tourist destination in the Middle East, were investigated to determine whether they utilize MkISs of any form. The study revealed that only 26% of these enterprises had Internet access, and only 11% of those with access incorporated the Internet into a meaningful MkIS (Ozgener and Iraz, 2006) . The researchers attribute this 'harsh reality' to tourism SMEs having short-term business horizons and often limited knowledge of the business environment, being primarily family businesses whose resources and channels of maintaining business relations and their ability to create necessary surplus for expansion are limited.
Researchers highlight the importance of the small firm in the hospitality and tourism sector and show that there are sufficient grounds and justifications for examining such organizations as a separate analytical category from both small firms in general and other, larger tourism and hospitality firms (Martin, 2004; Al-Taee, 2006) . The current research focus on SMEs in the attractions and accommodation subsectors in Jordan is attributed to the fact that over 95% of all firms in the tourism and hospitality sector in Jordan are classified as small and medium-sized (Jordan Department of Statistic, 2007) . Also, the accommodation and attractions sub sectors are the largest sector in the tourism industry of Jordan A review of relevant literature (pertaining to tourism SMEs and the use, benefits and challenges of Internet-based MkISs in the tourism industry) points to a paucity of research into the Internet marketing practices of tourism SMEs and prompted this research that will go someway towards contributing to knowledge in this area. The paper discusses the practical implications of the findings for the tourism SMEs.
According to a number of studies (e.g. Sigala, 2003 a, b; Schart et al 2004; Taylor, 2004; Zafiropoulos and Vrana, 2006; Sausser and Ariga, 2006; Zeithaml and Britner, 2003; Li, 1997 ) the service sector tends to be less marketing orientated with less use of external information than the manufacturing sector, and more functionally orientated than marketing orientated, and as such, the majority of service organizations do not possess formal, comprehensive and systematic MkIS. This is especially the case with the majority of SMEs in the service sector (Samaleen, 2005) .
Tourism SMEs have also been found to have less reliance on systematic MkISs, whether Internet-based or otherwise. Research show that tourism SMEs in the majority of Arab countries utilize mainly internal data at the expense of external information on which to base long-term decisions (Al-ALAK, 2008 , Mustafa, 2007 Safadi, 2005) . ICT adoption and Internet use by the majority of Arab tourism SMEs is characterized by oversimplification, irregularity, and strong resistance (Muniri, 2007) . A survey of 293 small companies in Egypt by Hawari (2007) confirms that tourism SMEs are not fully exploiting latest information technologies to create competitive advantage, and that the collection of environmental data by these SMEs is rarely done in a systematic or proper manner. The finings show that surveyed SMEs generated internal data, customer data and some competitor information mainly from sales call reports, and the utilization of ICT was either poor or non-existent.
Tourism SMEs in other parts of the world seem to have similar characteristics and patterns of behavior. A study by Anandkumar (2008) shows that tourism SMEs are slow in adopting ICT in their businesses due to resource constraints. Buhalis (1996) and Hull and Milne (2001) identify a number of challenges that reduce the uptake of ICT by tourism SMEs worldwide, including: a lack of training and capital, limited understanding of the potential of technology, and a lack of clear business strategies. Nodder, et al. (2004) attribute the reluctance of tourism SMEs to adopt comprehensive Internet-based MkISs and other technologies to small business owners' intimidation by the "hidden costs" of ICT adoption, such as training and upgrading software, as well as the precautions about time commitments and the problems of relying on external expertise. Lin, et al. (2009) demonstrate that tourism SMEs are sometimes reluctant to invest heavily in ICT and internet-based MkISs due to the belief that online transactions might affect travel purchase intention in a negative way. However, Law (2009) refutes such beliefs, pointing out that tourists in general go for speedy and less costly tourism services, and that ICT is highly favored by such tourists. Law suggests that tourism SMEs conduct survey research among tourists to see whether or not tourists favor ICT-oriented tourism service transactions (online transactions).
Other organizations in the tourism industry seem to face different kinds of problems and challenges in this domain. According to Choi, et al. (2007) destination marketing organizations (DMOs) are facing intriguing challenges to provide quality information online in an era of information overload. Insufficient knowledge of tourist's online information preferences and search behavior has hindered them from effective information management. To remedy part of this challenge, it is recommended that a sound Internet-based MkIS be constructed in such a way as to incorporate decision support solutions for customer relationship management, market research, marketing communications, logistics, and product development (Harmon, 2003) . shows that customer relationship management in the tourism industry will be highly enhanced and leveraged in an effective way when based on (1) continuous market research, (2) sound marketing intelligence, (3) integrated marketing information system, (4) a good blend of tourism marketing mix, and (5) commitment to customer-orientation strategy. There have also been vigorous discussions about the DMOs' evolving role in customer service and contact through closer relationships with private sectors and integrated information systems (Buhalis, 2000; Gretzel et al., 2000; Scott et al., 2000; Ritchie, 2005) . It is suggested that the adoption of ICT by tourism businesses, especially SMEs, will have a revolutionary impact on the marketing discipline, transforming MkISs from being merely decision-making aids, into major sources of competitive advantage, as these ICT-supported MkISs will increasingly involve the customer in the value creation process and work to more effectively align the enterprise and its supply chain on rapidly changing market opportunities (Papathanassi and Buhalis, 2007; AL-ALAK, 2008; Hull and Milne, 2001) . A study by Buhalis and O'Connor (2005) states that e-tourism will be focused on consumer centric technologies to ensure that the new sophisticated and experienced consumers are served. As such, the researchers recommend that agile strategies be formulated at both strategic and tactical management levels to develop the 'infostructure' for tourism organizations to manage their internal functions, their relationships with partners and their interactions with all stakeholders including consumers. The study concludes that "…only those organizations that appreciate the opportunities which ICTs bring and manage their resources successfully will be able to enhance their innovation and competitiveness in the future" (Buhalis and O'Connor, 2005, P. 16 ). Xiang, et al. (2009) argue that the adoption of internet-based MkISs in particular, and ICT in general plays a leading role in enhancing the image of the tourism organization among its customers. They show that customers who perceive the organization as ICT-oriented tend to talk about it favorably, thus spreading positive word-of-mouth communications about it.
AL-ALAK and Al-Taee (2006) and Baloalu and Peckan (2006) argue that there is no logical excuse for tourism and hospitality SMEs for not utilizing Internet-based MkISs to seek marketing intelligence information, monitoring the business environment properly, and conducting customer-oriented research, as these functions can be carried out at minimal costs and at unprecedented speed and effectiveness. Arlt (2006) suggests that in order to overcome some of the problems identified with Internet use, perseverance and practice are necessary from the business manager. The main obstacle therefore might be in convincing managers that this effort will eventually pay dividends. The importance of marketing intelligence (external data) as a vital component of any successful MkIS has been emphasized in previous research (Hawari, 2007; Martin, 2004; AL-ALAK, 2008; Nodder et al., 2004; Muniri, 2007) . Research also show that SMEs need a MkIS that is not resource intensive but will still provide the internal and external information needed to make good marketing decisions (Wood, 2001) . The advent of the Internet and the benefits of ICT have made this possible provided that other obstacles already outlined by Buhalis (2000 Buhalis ( , 1996 , and Papathanassis and Buhalis (2007) , and Nodder at al. (2004) are overcome. In today's business world where the internet has become a reality and an effective business facilitator at almost minimal cost, SMEs in the tourism industry should spare no moment in utilizing its tremendous potentials for the advancement of their business. It is argued by Chhabra (2009) that tourism SMEs will reap the fruits of the internet when they incorporate the internet with other marketing systems and strategies, where the power of the internet will be truly tremendous.
From the introduction and literature discussed above it can be concluded that a MkIS is desirable and perhaps necessary in order to compete successfully and ensure a competitive advantage for SMEs, especially in the tourism and hospitality sector. However, it may not need to be formally structured or resource intensive. A more important factor than the structure appears to be the extent of external information gathered compared with internal data. Tourism, as an information-intensive sector, has significantly benefited from ICTs. Yet, tourism SMEs, especially in the Arab region, have been less reluctant to incorporate these technologies into their MkISs, or to design proper MkISs capable of benefiting from ICTs, especially the Internet. The Internet is undoubtedly a rich source of external information, and ICTs have proven to create competitive advantages, especially for tourism SMEs. In order for these enterprises to take advantage of these technologies they need to overcome any initial problems, persevere and to integrate the information found with internal data within a formal or informal MkIS.
The Study

Scope of the Study
The aims of this study are to identify the current form of MkIS used within SMEs in the tourism and hospitality sector in Jordan and to measure the awareness within this sector of the information available via the Internet. Also, to determine if and how these firms use the Internet for obtaining marketing intelligence (external information data), and to gather the opinion of the information users within the target group on the usefulness of the Internet for marketing intelligence gathering and to discover what problems have been encountered or anticipated with Internet use for marketing intelligence. Only independently run businesses were surveyed, e.g. excluding government owned tourist attractions and five-star chain hotels. The objective was to screen out those who may have access to the marketing information system of a larger organization.
Based on the introduction and the review of literature, specific research hypotheses were advanced and tested in order to realize the aims of the current study. These hypotheses were statistically tested to determine whether there was a difference between the attractions and accommodation subsectors in the tourism and hospitality sector in Jordan, and to see whether there existed positive relationships between a number of independent variables, namely: the size of the firm, its age, characteristics, Internet access planned, year Internet accessed, and the dependent variable namely: external information gathering practices and frequency.
Methodological Approach and Research Design
The primary research method used to meet the objectives of the current research was largely a quantitative postal survey. This method was chosen after consideration of general methodological issues (positivist versus phenomenological issues) and previous research undertaken in similar areas and sectors (Castaneda et al., 2007; Law et al., 2004; Huang and Law, 2003) . As the current research does not seek to gather data on the service encounter itself but on the use of a marketing tool, survey research is found to be more appropriate compared to qualitative research (Buhalis, 2003; Chen and Yen, 2004; AL-ALAK, 2008) . The survey instrument was pretested and implemented during the period 26.4.2008-17.8.2009 . Petra, Wadi Rum, Umm Qais, Aqaba, Dead Sea (as tourist attractions) and Greater Amman Area and Madaba (as accommodation) were chosen owing to the number and variety of suitable SMEs in the sector of interest situated within this region and its accessibility. A detailed questionnaire containing twenty one questions was formulated to achieve the research objectives. The survey instrument was pre-tested and implemented through a carefully chosen group of research assistants who volunteered to administer the questionnaire. Almost 96% of all tourist destinations in Jordan are located in the selected region. Three hundred and fifty companies were selected so that with an expected response rate of 30% the survey would result in at least 105 completed questionnaires. This response rate is typical of similar postal survey within the field, such as (Arlt, 2005; Baloglu and Peckan, 2006; Costas, et al; Wood, 2001; Thomas et al., 1997) . This would allow for a variety of statistical techniques to be used for analysis of the data and for some separate analysis of the two subgroups if major differences become apparent.
As the current research was interested in both the total population and possible comparisons between the two strata, a compromise was made between an even split (suitable for comparison) and proportional split (suitable for population total) [Hair et al. 2003 ]. This resulted in the final sample size of 150 companies from the attractions subsector and 200 from the accommodation subsector. Stratified random sampling was used to select the required number of each type of company from the sampling frame. Several statistical techniques including Chi-square, Man-Whitney Test, Pearson's coefficient of correlation were used in this study.
Results of the Data Collected
Out of the total of three hundred and fifty (150) questionnaires posted to the selected proportional sample of SMEs, ninety-six usable responses were received (see Table 1 ). Average responding company was small and well established in business. Respondents had worked for the business for 5-8 years on average and should have a good knowledge of the business and its operating environment. Summary of current Internet usage within the sample suggests that 51% have Internet access and 49% do not. Eighty-six percent of all respondents were either owners, managing directors or general managers (see Table 2 ). (Insert table 1 and table 2 
here)
As far as external information gathering frequency is concerned, current marketing information systems primarily focus on existing customers. This is undertaken more regularly than in the other information areas. The second key area is local and national competitors. The area monitored least frequently or not at all is international competitors and the international economy (see Table 3 ). (Insert table 3 
Organizations with Internet access appeared to be more aware of the general sources and uses of marketing intelligence than those without Internet access. This is illustrated in details in Table 4 . The Internet as a source of information is also highlighted in Table 4 to give some indication of the awareness and hence use of this medium. Further understanding of the level of awareness is gained from analyzing the extent of Internet access within the sample and from the quantitative data provided (see Table 2 ).(Insert table 4 here) When asked about the information that respondents mainly collected through the Internet, it was revealed that the Internet was found to be of most use for gathering information on local, national and international competitors and the international economy (82%). The other external information areas (customers and the national economy) scored the minimum possible, suggesting that the Internet was of little use in these areas (see Table 6 ).(Insert table 6 here) Table 7 shows that the main benefit of the Internet as an information source for Internet users was seen as 'valuable supplementary source of information', which scored higher than 'ease and speed of access', 'up-to-date' and 'value for money'. Non-users envisage fewer problems than the users actually experience. Non-users foresee disadvantages as being largely cost based, whereas experience has led users to state lack of trained employees and technical expertise as the main problems. (Insert table 7 
Data generated by the questionnaire also revealed that the Internet is mainly used for information gathering (41% of Internet-user respondents), followed by information publishing (26.5%), and promotion (22.4%). It is surprising that only 8% of respondents said that they used the Internet for customer service, 2.1% for selling products and services. None of the respondents used the Internet for purchasing purposes (see Table 8 ). (Insert  table 8 
These findings are similar to those of Hawari (2007) , where 33% of small companies were found to have access (see Figure 1) . Also, Hawari found that 81% of non-Internet users were intending to access it within 5 years. This almost corresponds with the current survey where 65% of non-users were intending to gain it within the next 3 years. The remaining 35% had no plans to gain access. (Insert figure 1 here) 
Testing of Hypotheses
A number of statistical techniques such as Chi-squared test, Man Whitney test, and Pearson's coefficient of correlation, were used to test the study hypotheses. Chi-squared analysis and Man Witney test were used to determine whether the two subsectors in the current study vary very little in areas of importance to this research. It was concluded that it would not be beneficial to conduct a separate analysis of each subsector (see Table 9 and Table 10 ). (Insert table 9 and table 10 here) Pearson's coefficient of correlation was used as a measure of the strength of linear relationship between two variables (i.e. company's characteristics such as company age, company size, current Internet access… and external information gathering) [Hair et al. 2003 ].
The results show that a high positive correlation exists between company size and external information gathering frequency. It can be concluded therefore that the larger the company the more external information is gathered (see Table 11 ). (Insert table 11 here)
The relationship between business age, year Internet accessed, and external information gathering frequency was statistically tested. It was found that the relationship was negative, therefore, the most recently established companies that are relatively new to the Internet gather external data more frequently (see Table 12 ). (Insert  table 12 here)
The relationships between (number of terminals, current Internet access, Internet access planned and number of employees using the Internet) and external information gathering frequency were also tested. A very low positive correlation exists between external information gathering and current Internet access and Internet access planned. In this case, there is no positive relationship between the number of employees using the Internet and external information gathering. Also, number of terminals has very low negative correlation with external information gathering frequency (see Table 13 ). (Insert table 13 here) To determine whether there exists a positive relationship between (company size, business age) and Internet access, a Chi squared sig. was used. Results show that the size and age of the sample organizations do not appear to determine whether or not they connect to the Internet (see table 14). (Insert table 14 here) 
Conclusions and Recommendations
The average responding company in the tourism sector in Jordan is small and well established in business. 51% of the target group has Internet access, and the majority of SMEs surveyed are run by the owners themselves, with assistance from general managers.
The current form of marketing information systems used within tourism SMEs is based largely on internal data supplemented by customer survey and informal investigations and local and national competitors. No evidence of the existence of marketing orientated information systems is found. Indeed, the sector is more operationally focused than marketing orientated as manifested by the sector's reliance on personal contacts and personal experience and knowledge rather than hard facts and quantitative data. Marketing research is hardly conducted and subjective and qualitative judgments prevail. However, experience and knowledge also has value, but this value does not seem to be enhanced with more quantitative methods. The majority of MkISs are poorly designed, lacking flexibility, comprehensiveness and the ability to create an organized and timely flow of information required by marketing decision makers.
The gathering of information from wider external sources is limited. There is a state of 'in-balance' between external data to internal data gathering activity. The majority of tourism SMEs surveyed approach marketing intelligence gathering in a less deliberate fashion, not training their sales force, after-sales personnel and district/area managers to take cognizance of competitors' actions, customer complaints and requests and distributor problems. Information technology is not greatly utilized to aid information gathering, analysis and management.
Although 51% of tourism SMEs are online, their use of the Internet for marketing intelligence is limited. The Internet is only regarded as a supplementary tool alongside other sources, which seem to carry more importance than the Internet as a source of external information. This may suggest the existence of a number of obstacles that make tourism SMEs less inclined to integrate or utilize this technology in their businesses, including: limited understanding or appreciation of the potential of technology, 'hidden costs' of technology adoption, such as training, external expertise and upgrading software, or a lack of clear business strategies. Such conclusions correspond with a number of studies by renowned scholars such as: Buhalis (1996 Buhalis ( , 2003 Buhalis ( , 2007 , Hull and Milne (2001), and Nedder et al., (2004) .
Furthermore, despite all resource constraints encountered by tourism SMEs surveyed, accessing the Internet is viewed favorably even by non-Internet users. Indeed, the majority of such constraints can be alleviated by the efficient use of the Internet, provided that its power is integrated into a well designed MkIS.
The state of 'in-balance' between external data to internal data gathering activity can be improved by making data more accessible. This can be achieved through the use of a shared MkIS for certain data types (e.g. internal continuous data, internal and ad hoc data and environmental scanning) and the use of the Internet as the main source of other external data. The Internet also will be the method of communication with the shared MkIS and contact network. Smaller tourism organizations in Jordan would benefit from the Internet facilities of the Ministry of Tourism and Antiquities, the Tourism Promotion Board, the Association of Tourism and Travel Agencies, the Ministry of Information and Communication Technology, and the Hotel Association of Jordan. These measures will reduce some of the cost and time intensive elements of the MkIs. It would not be difficult or costly to collect and analyse internal data from sources such as: internal record system, existing customer information, and financial data using IT, and this would enable the easier integration of the external and internal data. It also must be ensured that the less formal, less regular, qualitative information gained from sources such as: personal experience knowledge, sector contact network, printed media, trade associations, T.V., conferences, symposiums etc, is incorporated within the system because this information is important for marketing decision making. Furthermore, environmental scanning will be made easier, less costly and less time consuming. In this way, scanning will enable smaller and resource poor firms to act upon rather than react to opportunities and threats. The focus is on the long-term perspective allowing SMEs to be in the position to plan ahead. This will
Limitations and Directions for Future Research
Additional research should be conducted to investigate how the creative use of information technology can give tourism and hospitality SMEs in Jordan a sustainable competitive advantage, and how to generate ideas for using information technology in innovative ways, and tools that can help. It may also be interesting to examine how e-commerce technologies "up the shakes" and give SMEs even more opportunities. In this respect, there is a need for further research to provide significant new insights into the development and implementation of e-business strategies that will lead tourism and hospitality SMEs in Jordan to achieve competitive advantage. The success of application of e-business strategy to chain hotels (5+ star hotels) depends on the value added of e-business to the hotel industry. Currently, many 5+ star hotels (which were excluded from our study) are looking at e-business to protect their assets and to secure customer's loyalty, and to be successful in today's competitive environment. It would be interesting to see whether this kind of customer-centric e-business system (which utilizes Internet technology) can also be applied to tourism and hospitality SMEs in Jordan.
Furthermore, the continuing assimilation of Information Technology (IT) into tourism marketing practice is an issue of our time, and as such it deserves special consideration by researchers. As IT assimilation continues and becomes a norm of business and marketing operations, these issues will resolve themselves. The future for marketing will have an embedded IT element. Marketers are currently struggling to embrace IT, though in time the expertise will develop as a core requirement of marketing. Marketers need to have a broad range of IT skills and knowledge of a range of IT systems particularly now as the applications develop. Academics need to study current and potential impacts and advise on future developments.
Future research needs to be done to examine other regions comparable to Jordan that can be used to benchmark MkIS techniques and implications for Jordan and other areas. Furthermore, the research does not cover all attraction sites and accommodation in Jordan. Instead; concentration is made on tourist attractions within the so-called Tourism Golden Triangle, and on accommodation located in the capital Amman. One would probably expect more comprehensive results had all regions in Jordan were covered by the research. Consequently, future studies should focus on other tourism and hospitality enterprises, small, medium and large, and both government and privately owned tourist attractions and five-star chain hotels.
It should also be stated that the study was conducted at a given point in time as it examined Jordanian owners / directors' knowledge of the Jordanian tourism market. Knowledge is, of course, subject to change. The study is also subject to all limitations recognized in the collection of data by postal questionnaires.
And finally the current study deals with only one Arab country -Jordan. As is the case in many other developing countries, published reliable and comprehensive statistics are scare in Jordan, and these statistics may be inaccurate due to inadequacy of information. 
